



OUT WITH THE OLD -PERCEPTION AND IN WITH THE NEW 
 - FIVE SENSES RESEARCH IN TOURISM AND HOSPITALITY STUDIES 
John Barnes1 
 
Abstract: The word perception commonly appears in the titles of tourism academic journals, 
master’s theses and doctoral dissertations title when In fact, what is often measured is opinion, 
attitude, preference or impact. I suggest that this mis-representation should cease. Others may 
agree, because the term five senses research has begun to replace the word perception in the titles 
of some academic journal papers. This is especially so in the broader marketing context, but less 
so among tourism and hospitality titles. This outline study suggests application of five senses, which 
it is argued, should be considered, measured and applied where appropriate in place of perception. 
 




Forty years ago, as a much younger retail 
customer, I identified that my favorite 
department store in Bangkok, Thailand, was 
influencing (some would say manipulating) 
my purchasing decisions, by using a 
combination of colour, texture, temperature, 
music and smell the latter through automatic 
injection of perfumed aerosol into the retail 
shopping space. In those days, I was not an 
academic, so I just accepted the practice. 
Now, forty-nine years later, as an 
examiner of Master’s theses and Doctoral 
dissertations and referee of journal papers, I 
became perturbed that many of those 
perception studies, in-fact, measured one or 
more of the following:  
 
 










Attitude: (Haralambopoulos, and Pizam, 
(1996);Husband, (1989); King, Pizam and 
Milman, (1993); Lankford (1994);Turker and 
Ozturk, 2013); Madrigal, (1995); Pearce, 
(1982); Pizam, (1978); Weaver and Lawton, 
(2001); Brayley, Var and Sheldon, (19900;  
Johnson, Snepenger and Akis, (1994); King, 
Pizam and Milman, (1993); Kukreja & Batra, 
(2005); Kunasekaran, Ramachandran,Yacob 
Shuib, (2001);Murphy, (1983); Eros, (2013); 
Soutar and McLeod, (1993); Milfelner Snoj, 
Korda, (2001); Mohammadi, Khalifa & 
Hosseini, (2010); AYDIN, Baltaci &Oku, 
(2012); Leung, Tong, (2008);  Abbas 
Badaruddin, (2013); Gholamhossein & 
Sharifzadeh, (2012).  
 
Preference:  Gholamhossein & Sharifzadeh, 
(2012).  
 
Opinion: Andereck & Nyaupane, (20011); 
Ap, (1990); Haramboppoulas & Pizam, 1996; 
Husband, (1989), Kim, Y-H, Kim, M., 




& Welch, (20000; Lawton, (20050; 
Pavaneswaran, Ramachandran Yacob 
&Shuth, (2011); Pearce, (1982);Brunt & 
Courte, (1990);Weaver and Lawton, (2001); 
Arafia & Leon, (2013); Brayley, Var and 
Sheldon, (1990); Johnson, Snepenger & Akis, 
(1994);Kurija & Batra, (2005); Milfelner, Snoj 
& Korda, (2001); Murphy, (19830; Erose, 
(2013);  Soutar & McLeod, 1993); O’Neil & 
Palmer, (2003);  Ching-Fu &Tsai, (2008); 
Mohammadi, Khalifa &Hosseini, (2010);  
Chen, & Funk, (2010);Cruz, Riberiro, 
Remoaldo & Marques, (2010); Dolnicar & 
Huybers, (2007). or  
 
Impact: Ap, (1990); Lankford, (1994); 
Tatoglu, Erdel, OZGUR &Azaki, (2000); 
Pizam & Pokela, (1985); Brunt & Courtney, 
(19900; King, Pizam & Milman, (1993); Liu, 
Sheldon & Var, (1987); Ross, 919920; Soutar 
& McLeod, (1993); Viviers, P., Viviers, A. 
&Slabbert, (2012).  
 
Each of the above instead of perception as 
promised in the titles of all those research 
papers. 
I choose to use the word perturbed, because 
respected authors in the tourism and 
hospitality community claim that tourism and 
hospitality researchers and their publications 
should be treated seriously.  
In practice, many authors (as listed above) 
have erroneously titled their work as 
perception, but measured something else.  
The more work I read with the word 
perception in the title, the more I realized the 
need to review the literature to identify just 
what was being measured in lieu of 
perception? The result was my earlier 
academic paper Perception in the title of a 
selection of the Tourism and Hospitality 
Literature: An Analytical Literature Review. 
(Barnes, 2016) which summarized the 
situation. 
Fortuitously, no sooner had that research 
paper gone to the publisher, when one of my 
student’s research portfolio came to me for 
review and in that portfolio was a paper on 
five senses research within a hospitality 
context, relating to tourist experiences in 
Japanese Onsen (Murakami, Oyobu, & 
Shomomura, 2011).  
I then searched under the term Five Senses 
research and found more academic articles, 
admittedly most were from the broader 
marketing context, rather than to tourism or 
hospitality applications.  
Several of those five-senses sources, stated 
that hospitality and tourism had been slow to 
adopt five senses research, compared with the 
wider marketing applications. (Meacci & 
Liberttore, 2015)  
Five senses research seeks to measure the 
traditional five senses of sight, smell, taste, 
touch and hearing (which is also associated 
with balance) and to relate that to the tourist 
or guest experience and ultimately their 
response to a variety of stimuli.  
(Williams.2006)   
Alternatively, research which seeks to 
understand the tourist or guest sensorial 
response, attempts to infuse these five 
sensorial factors into the design and 
atmospherics of the environment, the tourist 
or guest package and service delivery 
(Najarjuna & Suhakar, 2015) 
 
Some of the studies identified here, focused 
on all five senses, (Kotler, 1973, Nakarjuna & 
Sudhakar, 2015, Kim & Fesenmaier, 2015, 
Murakami, Oyobut. & Shimamura, 2011, Pan 
and Ryan, 2009; whilst some other studies 
focused on just one of the five senses (Kahn 
& Deng (2010), Henderson, Cote, Leong, & 




Yorkston and Menon, (2004) sound, Dann 
and Jacobsen (2003), Smell.  
 
Yet other studies selected more than one 
sense but less than all five: Krishna, Elder and 
Caldera, (2010), Krishna and Morrin (2008) 
smell and touch. Spangenberg, Grohmann 
and Sprott, (2005) and Mattila and Wirtz 
(2001) smell and sound; Russell, 2002, 
Sound and vision. Yorkston & Menon, 
(2004); Sound and taste, Hoegg & Alba. 
(2007), vision and taste. 
 
Measuring the Five Human Senses: 
In all five senses research discussed and cited 
here, never were the senses measured directly 
with electronic instrumentation. Instead, 
respondents were asked to rank the 
magnitude of the stimuli on each of those five 
senses.  So, what was in-fact being measured, 
was either opinion or impact.  
An early demonstration of such five senses 
studies appeared in the book Fast Food 
Nation (Schlosser, 2001 which was later 
developed into a fictional movie of the same 
name (Thomas & McLaren, 2006).  In that 
book and movie, the lead character visited 
suppliers to the leading US fast food 
processors and found that minute amounts of 
chemical additives such as aromatics, flavor-
enhancers, texture modifiers, were being 
added to the oil used for cooking the food and 
to the ingredients such as beef patties, French 
fries and buns. The décor of fast-food retail 
outlets, also featured enlarged high-quality, 
graphic displays of the meals. Sensitive use of 
interior decor and furniture color, encouraged 
consumption of food, level of lighting and 
music were all optimized to stimulate 
purchase of fast food offerings. (Schlosser, 
2001; Thomas & McLaren; Linklater, 2006).    
Today, technology exists to measure each of 
the five senses and with the availability of 
micro-electronics, it is economically feasible, 
convenient and comfortable for research 
respondents to wear such devices. Five years 
ago there were no such portable devices and 
so studies were confined to testing 
laboratories. 
 
Five Senses Research A Brief Literature 
Review: 
Please see below a review of selected (rather 
than a comprehensive) review of the 
academic journal literature on the five senses 
research: 
The order chosen to list the literature is 
alphabetical by first author family name. 
 
Table 1 Five Senses Research Studies 
Author/s Year Title Conceptual 
framework 
Principal findings 
Kim, J,  & 
Fesenmaier, D. 
R. 

















Human senses should be 
considered as the 
foundation of how 
humans interact with 
environments and make 
meaning from these 
interactions. Secondly 
deconstruction of the 
touristic experience 




Author/s Year Title Conceptual 
framework 
Principal findings 
Creation as adapted 
from Krishna, 2012 
foundation for the design 
of tourism places and 
































Impact Of Sensory 
Marketing on 
Consumers; A 












are suggested. A 
literature review 
covers each of our 












However this paper 
suggests that they are 
combined by our brain 
into what are termed 
atmospherics. 
90% of the information 
transmitted to the brain is 
visual; The brain 
processes visual 
information 60,000 times 






    Smell is the sense most 
closely related to our 
emotional life; A human 
can remember more than 
10,000 different scents.  
Hearing stimulated by 
music stimulates 
endorphins and is a 
powerfully influences 
emotions and emotional 
responses; Taste was 
briefly discussed but no 
citations were offered; 
Touch can create a tactile 
stimulation that 
stimulates our brain. 
numerous citations were 
provided. 
Nagarjuna, K., 
& Sudhark Far, 
B.,D. 
2015 Refine The Service 




An adaptation of 
Anandakumar, V., 
(2009) model 
Kumar’s model linked the 
five senses to perception 
A model by the authors 
linking sensory stimuli to 
sense receptors and their 









attention and thence to 
interpretation 
The authors gave a brief 
review of the literature on 
several but not all of five 
senses. 
Mention was made of 
Lindstrom’s (2005) study 
of sub-conscious 







Table 1  Five Senses Research Studies (continued) 





2006 Tourism and 
hospitality 
marketing: fantasy, 
feeling and fun 
Review of the 
literature. The Pine 
and Gilmore (1998) 




adapted to show the 




were used to 









facilitators of these 
four realms 
There are few examples 
of tourism and hospitality 
organizations using 
Experiential marketing as 
of 2006. Those who were 
evident and successful 
were. Guinness Store; 
Disney World; Star 





Analysis of the Findings of empirical 
studies  
Study 1: Importantly the findings by Kim & 
Fesenmaie. (2015) highlights the importance 
of five senses research in how we understand 
that participants in tourism and hospitality 
scenarios make sense of their experience. 
Those researchers believed that through 
making use of the five human senses, 
opinions will develop into attitudes and if 
sufficient positive stimulus is developed to 
reach or exceed a threshold at which point 
respondents will act. 
This study encourages readers to include 
inputs from all five senses, but the study falls 
short of measuring any of the senses. To this 
researcher’s mind it remains an opinion or 
attitude survey. 
The second important finding of this research 
by Kim & Fesenmaier. (2015) is that by 
deconstructing what the tourist or guest 
experiences with each of the tourist or guest’s 
five sense. We can then adjust or design the 
environment to maximize the tourist or guest 
experience on each sense, rather than just 
take a blanket approach, which may be 
wasteful by over compensating on some 
senses and undercompensating on others. It is 
necessary to understand that in making the 
immediately preceding statement that 
individual responses to each of the five 
senses stimuli will likely be unique to an 
individual on each occasion which suggests 
that each stimulus be targeted to each sense 
of each individual when technology has been 
developed enabling that to be achieved.  
A limitation of the research described here is 
that it did not physically measure each sense 
in reaching a conclusion so in that sense it 
was an opinion or attitude survey driven to 
the point of action. 
Study 2: Khirodhur, L., Tooraiven, P., 
Monishan, B;  & Randhir, R., (2016) This was 
a case study application within a KFC 
restaurant Opinions on the effect of each of 
the five senses were sought. Direct sensory 
measurements were not made. An interesting 
result in this study was that the effect of each 
of the five senses were combined into what is 
termed Atmospherics. This is an interesting 
concept but there was no justification as to 
the weight applied to each sense in 
combining them to reach the total 
Atmospheric combination or amalgam.  
Study 3: Nagarjuna, K., & Sudhark Far, B.,D. 
(2015), This was a useful study from several 
perspectives: Firstly it made use of 
Anandakumar’s (2009) five senses of 
perception model and a small literature 
selection on three of the five senses. 
Lindstrom’s (2005) study of the subconscious 
influences on behaviour of respondents was 
also part of this study. A limitation was that 
only three of the five senses were measured 
as part of the study, implying that two other 
senses were ignored. 
Study 4:   Williams, A., (2006), This was the 
earliest study in this listing and so lacks the 
sharp focus on each of the five senses. The 
study involved determining people’s 
participation and connection with their 
immediate environment. The cases in this 
study were: Guinness Store; Disney World; 
Star Bucks Coffee; Rainforest Café. A 
strength of the study was that it resulted in all 
five senses being employed to the point 
where the threshold to action was achieved 
but the weakness was that each of the five-
senses were not separately identified and 
measured which makes apportioning focus 
on each sense stimulus impossible. 
 
Beyond the Five Human Senses 
In addition to sight, smell, taste, touch, and 
hearing, humans also have awareness of 
balance (equilibrioception), pressure, 




(nociception), and motion all of which may 
involve the coordinated use of multiple 
sensory organs. The sense of balance is 
maintained by a complex interaction of visual 
inputs, the proprioceptive sensors (which are 
affected by gravity and stretch sensors found 
in muscles, skin, and joints), the inner ear 
vestibular system, and the central nervous 
system. Disturbances occurring in any part of 
the balance system, or even within the brain's 
integration of inputs, can cause the feeling of 
dizziness or unsteadiness. 
Kinesthesia is the precise awareness of 
muscle and joint movement that allows us to 
coordinate our muscles when we walk, talk, 
and use our hands. It is the sense of 
kinesthesia that enables us to touch the tip of 
our nose with our eyes closed or to know 
which part of the body we should scratch 
when we itch.  
Synesthesia. Some people experience a 
phenomenon called synesthesia in which one 
type of stimulation evokes the sensation of 
another. For example, the hearing of a sound 
may result in the sensation of the 
visualization of a color, or a shape may be 
sensed as a smell. Synesthesia is hereditary 
and it is estimated that it occurs in 1 out of 
1000 individuals with variations of type and 
intensity. The most common forms of 
synesthesia link numbers or letters with 
colors.  
Anon 1 2017 Beyond The Five Human 
Senses available at 
http://www.scientificpsychic.com/workbook/c
hapter2.htm 
This study we will not concern itself with 
these additional human senses, other than to 
identify them. This study did not consider that 
when we measure these five human senses 
what or who else might influence the 
outcome? 
A potential difficulty when conducting any 
research, including five senses research, 
concerns the influence of others, such as 
companions, partners, spectators, or 
onlookers, either on one’s sensory response 
or on one’s willingness to frankly express an 
opinion, when in the presence of those others. 
(Gibson, 1996, Kim and Fesenmaier, 2015). 
The influence is often neglected or ignored in 
many of the studies cited and discussed here. 
However, I believe that ways and means can 
be provided to a researcher or respondent to 
either incorporate, compensate, isolate or 
overcome those difficulties. Earlier research, 
other than tourism and hospitality contexts, 
was conducted by Fishbein and Ajzen (1968) 
titled the Theory of Reasoned Action and 
later by Ajzen (1972) The Theory of Planned 
Behaviour, the use of which, may facilitate, 
compensate or overcome the influence of 
others when conducting five senses research.  
 
Conclusion: 
Five senses research in tourism and 
hospitality remains in it’s infancy, meaning 
that there are many opportunities for its 
application. This research found that to- date, 
none of the studies identified here sought to 
measure each of the five human senses, but 
instead sought respondent’s opinions on how 
each sense influenced them within one or 
more tourist or guest environment. 
This researcher suggests that opportunity 
should to be taken by researchers to avail 
themselves of low-cost, miniaturized 
wearable, sense-measuring instruments to 
measure and record the respondent’s 
exposure to each environmental determinant 
of experience.    
Researchers need to develop a way of 
recording each sensory input of the 
participant and of and of possibly 
accumulating them into a meaningful total or 
average of distribution. One should not 




in the total calculus nor that the contribution 
of each sensory input will be fixed for that 
individual over time. 
The influence of “others” undoubtedly has an 
influence on both our senses and our 
behaviour and this too is a research area 
awaiting further investigation and 




Allen, W. (2005) Successful Meetings Vol. 54, 
Issue 4, pp. 26-26 
 
Ajzen Icek & Fishbein, M. (1967), The Theory 
of Reasoned Action 
 
Ajzen, Icek, (1985),"From Intentions to 
Actions: A Theory of Planned Behavior". In 
Kuhl, Julius; Beckmann, Jürgen. Action 
Control: From Cognition to Behavior. 
Springer. pp. 11–39. 
 
Anandakumar, V., (2008), Sensory Branding 
,for Sensible Differentiation In The Market 
Place, In Jawaha, David (ed.), Contemporary 
Management Research Vol.9., pp.206-211), 
New Delhi, Excel Books. 
 
Anon 1, (2017), Beyond The Five Human 
Senses available at 
http://www.scientificpsychic.com/workbook/c
hapter2.htm_accessed 1 June 2017 
 
Bremback, H., & Ekstrom, K., (2004) Elusive 
Consumption, Oxford, Berg. 
Broweus, N., Hultén, B., Broweus, Dijk, M. 
van, van Dijk, M., (2009), Sensory Marketing, 
Palgrave MacMillan London 
Bruner,G., C., (1909), Music, Mood, and 
Marketing, „Journal of Marketing”, Vol. 
54(4).PP.94-104 
 
Calvert, A. & Thesen, T., (2004), 
Multisensory Integration: Methodological 
Approaches and Emerging Principles In The 
Human Brain, Journal of Physiology, Paris.  
 
Csordas, T,J, (Ed). (1994). Embodiment and 
Experience: The Existential Ground of 
Culture and Self (Vol.2) Cambridge 
University Press Cambridge 
 
Dann, G., & Jacobsen S., (2003). Tourism 
Smellscape, Tourism Geographies, Vol. 5, 
No. 1pp. 3-25 
 
Driver, J., & Noesselt, T., (2008), 
Multisensory interplay reveals cross-modal 
influences on 'sensory-specific' brain regions, 
neural responses, and judgments. Neuron. Jan 
10;Vol. 57 Issue 1pp. 11-23. doi: 
10.1016/j.neuron.2007.12.013. 
 
Fishbein, M. & Ajzen, I. (1975). Belief, 
attitude, intention, and behavior: An 
introduction to theory and research. Reading, 
MA: Addison-Wesley. 
 
Franklin, A., & Crang, M. (2001) The Trouble 
With Tourism and Travel theory? Tourism 
Studies, vol. 1 No 1, pp.5-22 
 
Frasher, S., (2003),Palm Springs Area Resorts 
Court Convention Planners, The Business 
Press, Issue 17, March, P.10 
 
Hoegg J & Alba J.W. (2007) Taste Perception 
More Than Meets The Tongue, The Journal 




Gallace,A. & Spence, C., (2010), Multi-
sensory Design, Reaching Out To Touch The 
Consumer, Psychology and Marketing, 
Vol.28, Issue 3. 
 
Gautier, A. (2004), Why Experiential 
Marketing Is The Next Big Thing, New 
Zealand Marketing Magazine, p. 8, 
September. 
 
Gibson, J. J. (1996), The Senses Considered As 
Perceptual Systems, Houghton-Mifflin, 
Boston 
 
Goldkuhl ,L. & Styven, M.,  (2007), Sensing 
The Scent of Service Success, European 
Journal of Marketing, Vol. 4 Issue 11-12, pp. 
1297-1305 
 
Hannam, K. (2004), Tourism and 
Development II, Progress in Development 
Studies,Vol. 4, Issue 3, , pp 256-263. 
 
Henderson, P.,W.,Cote,J.A.,Leong, S. M.,& 
Schmitt, B. (2003), Building Strong Brands in 
Asia: Selecting The Visual Components of 
Image To Maximize Brand Strength, 
International Journal of Research In 
Marketing,Vol. 20, Issue 4, pp.297-313. 
 
Hulten, B.,Broweus, N., van Djik, M, & 
Waxberg, C. (2008),Sinnesmarknadsforing 
[Marketing of The Semses] Malmo, 
Sweden:Liber 
 
Jang, S.,S. & Namkung, Y. (2009),  Perceived 
Quality, Emotions and Behavioral Intentions; 
Application of An Extended Merabian-
Russell Model To Restaurants, Journal of 
Business Research, Vol. 62. Issue 4, pp.451-
460  
Kahn., B. & Deng, X. (2010) Effects on Visual 
Weight Perceptions of Product Image 
Locations on Packaging. In Krishna, A.(Ed), 
Sensory Marketing Research on The 
Sensuality of Products (pp.259-278), New 
York, Taylor and Francis Group. 
 
Kang, E., Bogor, C. A., Back, K. J., & Madera, 
J. (2011), The Impact of Sensory Environment 
on Spagoer’s Emotion and Behavioral 




Kellaris, James J., &Robert J Kent. (1992a) 
The Influence of Music on Consumer 
Temporal Perceptions: Does Time Fly When 
You’re Having Fun? Journal Of Consumer 
Psychology Vol. 1 Issue 4, pp.365-376.  
 
Kerwin, K., (2004), When The Factory is A 
Theme Park, Business Week, 3 May, 
 
Kotler, P., (1973) Atmospherics as A 
Marketing Tool, Journal of Retailing, Vol. 
49, Issue 4, pp.48-64  
 
Krishna, A. (2012). An Integrative View of 
Sensory Marketing: Engaging The Senses to 
Affect perception, Judgement and Behaviour. 
Journal of Consumer Psychology, vol. 22 
Issue 3, pp.332-351 
 
Krishna, A., Elder, R.S., & Caldera, C. 
(2010)Feminine to Smell but Masculine to 
Touch? Multisensory congruence and its 
effect on the aesthetic experience, Journal of 
Consumer Psychology, 20(4), pp. 410-418. 
 
Krishna A. & Morrin M, (2008) Does Touch 




Product Container Haptic Cues. The Journal 
of Consumer Research, Vol. 34, pp. 807-818. 
 
Lindstrom, M(2005), Broad Sensory 
Branding ,Journal of Product and Brand 
Management, Vol. 14., Issue 2,  pp. 84-87. 
Lindstrom, M., 2005.Brand Sense: Build 
Powerful Brands through touch, taste, smell, 
sight and sound, New York, Free Press. 
 
Maitel, S., (2002), Don’t Sell Commodities 
Sell Experiences, The New Corporate 
University Review, May, available at; 
www.traininguniversity.com 
 
McGoldrick,P., J., (1990), Retail Marketing, 
Mc Graw-Hill, London 
 
McCabe, D.,B., & Nowlis, S. (2003), Sensory 
Marketing,  International Journal of Retail 
and Distribution Management, Vol. 37 Issue 
3, pp. 431-439 
 
Meacci, Luca & Liberatore, Giovanni, (2015), 
Towards a Senses-Based Model For 
Experiential Tourism: The Youtooscany.com 
Case  
 
Messaris,P. (1997) Visual Persuasion: The 
Role of Images in Advertising Thousand 
Oaks, CA Sage Publications. 
 
Millman.. (1986), The influence of 
background music on the behaviour of 
restaurant patrons. 
Journal of Consumer Research, 13,pp.286–
289 
 
Murakami, K, Oyobut, T. & Shimamura, Y, 
(2011), Hot Spring Experince Basedon 
Apparartus based on Questionnaire, Sensors 
and Materials, Vol.23, Issue 3, pp.162-177 
Norman, D.A. (2004), Emotional Design: Why 
we Love (or Hate) Everyday Things, New 
York, Basic Books. 
 
North .. and Hargreaves..(1996), Experimental 
Aesthetics and Everyday Music Listening. In 
D. J. 
Hargreaves & A. C. North (Eds.),The Social 




Orbach, J., (1999),The development of 
musical scales. In Sound and Music: For the 
Pleasure of the Brain, New York: University 
Press of America 
 
Orth … and Malkewitz, (2008), and Smith and 
Burns (1996) The Sense of Sight and 
Perceptions England, Burnley   
 
Osarenkhoe, A. Mbiito, J., 
Komunda,B.M.,Abednego,B., Okoe, F., 
Bennani, A.- E., (2014) Technology Based 
Service Encounter: A Study of the Use of 
Email As A Booking Tool in Hotels, Journal 
of Service Science and Management, Vol. 7, 
pp.419-429. 
 
Petkus, E., (2002) Enhancing The Application 
Of Experiential Marketing In The Arts, 
International Journal of Non-Profit 
Voluntary Sector Marketing, Vol. 9 Issue 
1,pp.49-56.  
 
Pine B., J and Gilmore, J., H, (1998), Welcome 
To The Experience Economy, Harvard 
Business Review, July/August, pp.97-105.  
 
Pine B., J and Gilmore, J., H, (1999), The 
Experience Economy, Harvard Business 




Pine B., J and Gilmore, J., H, (2004), Trade in 
Ads for Experience, Advertising Age, Vol. 75, 
Issue 39, p.36. 
 
Ratneshwar,S. and Mick, D.(2005) Inside 
Consumption, London, Routledge.  
 
Roballey, ((1985)The effect of music on 
eating behavior Bulletin of the Psychonomic 
Society n°23 pp. 221-222 
.Rolls..(1999). 
 
Rossing, T., Moore,R. & Wheeler, P., (2002), 
The Science of Sound, SanFrancisco, 
Addison-Wesley.  
 
Russell, C.A. (2002) nvestigating The 
Effectiveness of Product Placement s in 
Television Shows: The Role of Modality and 
Plot Connection congruence on Brand 
Memory and Attitude, The Journal of 
Consumer Research, Vol. 29, No. 3, pp. 306-
318 
 
Schlosser, Eric, 2001, Fast Food Nation; The 
Dark Side of the All American Meal, 
Houghton Mifflin, New York. 
 
Schmitt, B.,H. (1999), Experiential 
Marketing, Journal of Marketing 
Management ,Vol. 15, pp.53-67. 
 
Schmitt, B.,H. and Simonson, A., (1997), 
Marketing Aesthetic: The Strategic 
Management of Brands, Identity and Image, 
The Free Press, New York. 
 
Serino ..& Haggard.. (2010), Touch and the 
body, Neuroscience and Biobehavioral 
Reviews, Vol. 34, pp.224 –236.avaialable at 
http://dx.doi.org/10.1016/jneubiorev.2009.04.0
04 
Smith ..and Curnow,… (1966),“Arousal 
hypothesis” and the effects of music on 
purchasing behavior. Journal of Applied 
Psychology, Vol. 50, pp.255–256. 
 
Spandenberg, E., Crowley A. & Henderson, P. 
(1996), Improving The Store Environment Do 
Olfactry Cues affect Evaluations and 
Behaviours?, Journal of Marketing, 
USA.Vol. 60 Issue 2.,pp. 67-80 
 
Spangenberg, E. R., Grohmann, B., & Sprott, 
D. E. (2005), Its Beginning to Smell  (and 
sound) A Lot Like Christmas: The Interactive 
Effects of Ambient Scent and Music In A 
Retail Setting. Journal of Business Research 
Vol. 58, No 11, pp. 1583-1589. 
 
Thomas, J and McLaren, M., Linklater, 
Richard, (2006), Fast Food Nation, (movie) 
USA, Recorded Picture Company, BBC 
Films, participant Productions. 
 
Tuan, Y. F. (1977). Space and Place: The 
Perspective of Experience. University of 
Minnesota Press, Minneapolis. 
 
Williams, A.,(2006), Tourism and Hospitality 
Marketing: Fantasy, Feeling, and Fun,  
International Journal of Contemporary 
Management, Vol. 18. Issue 6, pp.482-495 
 
Witthaus, M., (2004), Does Practice Make 
Perfect,? Precision Marketing, 26 November, 
p.27 
 
Yorkston, E., & Menon, G., (2004) a Sound 
Idea: Phonetic Effects of Brand Names On 
Consumer Judgements, The Journal of 





References (concerning Perception from this 
authors’ previous study) 
 
Adler, Ronald. B, and Russell, F., Proctor II, 
2011, Looking out Looking in, 13th Edition, 
Wadsworth, Cengage Learning, Canada. 
 
Andereck, Kathleen, L., Gayan, P., 
Nyaupane, (2011), Exploring the Nature of 
Tourism and Quality of Life Perceptions 
Among Residents, Journal of Travel 
Research, Vol. 50,No. 3, pp.248-260. 
 
Ap, J., (19990) Residents’ perceptions: 
research on the social impacts of tourism, 
Annals of Tourism Research, Vol. 17, No. 4, 
pp.610-616. 
 
Araria, Jorge, F. and Carmelo J., Leon, (2013) 
Correcting for Scale Perception Bias in 
Tourist Satisfaction Surveys, Journal of 
Travel Research Vol. 53: pp. 403-417,  
 
Barnyard, Philip, and Andrew Grayson, 
(1996), Introducing Psychological Research, 
New York University Press, New York. 
 
Batra, Adarsh, 2008, Foreign Tourists, 
Perception Towards Personal Safety And 
Potential Crime While Visiting Bangkok, 
Anatolia, An International Journal Of 
Tourism and Hospitality Research, Volume, 
19, Number, 1, pp.89-100. 
 
Belisle, Francois and Don B., Hoy, 1980,The 
Perceived Impact of Tourists by Residents: A 
Case Study in Santa Marta, Columbia, 
Annals of Tourism Research, Volume 7, (1) 
pp83-101 
 
Brunt, Paul, and Paul, Courtney, (1999), Host 
Perceptions of Sociocultural Impacts, Annals 
of Tourism Research, Volume 26, No. 3. Pp. 
493-515,  
 
Carroll Lewis (Charles Ludwidge Dodson, 
(1872) Through The Looking Glass and What 
Alice Saw There, MacMillan and Company, 
London, Chapter 6, p.124. 
 
Cervirgen, Aydin Furken Baltaci & Onur 
Oku, (2012), Residents’ Perceptions towards 
Sustainable Tourism Development: The Case 
of Alanya Residents’ perception of the 
Benefits of cultural tourism: the case of 
Guimaraes, Conference paper at Third 
International Symposium on Sustainable 
Development, May 31st to June 01, 2012, 
Sarajevo, pp.65-67 
 
Dolnicar, Sarah and T., Huybers (2007), 
Different tourists- different perceptions of 
different places: accounting for tourists’ 
perceptual heterogeneity in destination image 
measurement, Tourism Analysis Vol. 12, 
No5-6pp. 447-461.   
 
Dorcheh, Sharareh Abbas and Badaruddin, 
Mohamed, (2013), Local Perception of 
Tourism Development: A Conceptual 
Framework for the Sustainable Cultural 
Tourism, Journal of Management and 
Sustainability, Volume 3, Number 2.  
 
Hare, Jonathon 2014, Newton’s Experiments 
Light and Prisms, The Creative Science 
Centre, Sussex, http://www.creative-
science.org.uk/prism.html, accessed 05 June 
2015. 
 
Heiman, Gary, W., (2001), Understanding 
Research Methods and Statistics: An 
Integrated Introduction for Psychology, (2e), 




Jankowicz, A.D. "Applications of personal 
construct psychology in business practice, "in 
Neimeyer, G. & Neimeyer, R. (eds.) Advances 
in Personal Construct 
Psychology Greenwich, Conn.: JAI Press, 
1990.  
 
Johnson, J., D., Snepenger, D., J., and Akis, S. 
(1994) Residents’ Perception of Tourism 
Development, Annals of Tourism Research, 
Vol. 23, No. 3., pp. 629-642 
Kelley, Harold H. (1967). "Attribution Theory 
in Social Psychology". In Levine, 
David. Nebraska Symposium on 
Motivation 15. University of Nebraska Press. 
pp. 192–238. 
 
Kim, Young, Hoon, Mincheol Kim,  Tanya 
Reutzler and Jim Taylor, (2010) , An 
Examination of Festival attendees’ behavior 
using SEM, International Journal of Event 
and Festival Management, Vol. 1, No. 1, 
King, B., Pizam., A and Milman., A. (1993), 
Social Impacts of Tourism: Host Perceptions, 
Annals of Tourism Research, Vol. 20, pp. 650-
665.  
 
Kukreja, Shveta & Adarsh Batra, (2005), 
Business and Leisure Tourists’ Perception on 
Selected Attributes off Luxury Hotels in 
Bangkok: A Comparative Study, AU Journal 
of Management, Vol. 3, No 2, pp.53-56 
 
Kumasekaran, Pavaneswaran., Sridar 
Ramachandran., Mohdi Yusli Yakob & 
Ahmad Shuth,2011, Development of 
Farmers Perception Scale on Agro Tourism 
in Cameron Highlands, Malaysia, World 
Applied Sciences Journal, Issue 12 special 
issue, pp. 10-18. 
 
Leung, Raymond W & Tom K Tong, 2008, 
The Use of a 10 Point Effort Perception Scale 
in Adults: A Preliminary Study. Journal of 
Exercise and Scientific Fitness, 
 
Markin, Rom, K., (1974), Consumer 
Behaviour: A Cognitive Orientation, 
McMillan, and London. 
 
Mc Burney, Donald, H., (2001), Research 
Methods, (5e), [psychology] Wadsworth 
Publishing, Belmont, USA.  
 
Milfelner, Barut, Boris, Snoj Aleksandra 
Pisnik Korda, (2001) Measurement of 
Perceived Quality, Perceived Value, Image 
and Satisfaction Interrelationships of Hotel 
Services: Comparison of Tourists from 
Slovenia and Italy Drus Istraz, Zagreb, GOD, 
20,(2011) BR 3, (113), Str. 601-624. 
Conference paper 
 
Mitchell, D., E., (1978), Perception and 
Experience, (R., D., Walk and H., L., Pick eds.) 
pp.37-75, Plenum New York. 
 
Mohammadi, Mostafa, Zainab, Khalifa, and 
Hasan Hosseini, (2010), Local People 
Perceptions towards Social, Economic and 
Environmental Impacts of Tourism in 
Kermanshah (Iran), Asian Social Science, 
Volume 6, No 11.  
 
Myers, Isabel Briggs with Peter B. Myers, 
(1995) [1980]. Gifts Differing: Understanding 
Personality Type. Mountain View, CA: 
Davies-Black Publishing.  
 
Nin, Anais, Conversations with Anais Nin, 





Nunnaly, Jum, C., and Ira, H., Bernstein, 
(1994), Psychometric Theory, (3e),  
Mc Graw-Hill, New York. 
 
O’Neil, Martin  & Adrian, Palmer, (2011), 
The Effects of Survey Timing upon Visitor 
Perceptions of Destination Service Quality, 
European Advances in Consumer Research, 
Daruch Turley and Stephen Brown 
(editors),Volume, 6, pp. 37-41 
 
Pavaneswaran, Kumasekaran, Sridar 
Ramachandran, Mohdi Yusli Yakob & 
Ahmad Shuth, (2011), Development of 
Farmers’ Perception  on Agro Tourism in 
Cameron Highlands Malaysia, World 
Applied Sciences, Journal, Issue 12 (special 
issue) 
 
Reisinger, Yvette and Lindsay, W., Turner, 
(2003), Cross Cultural Behaviour in Tourism 
Concepts and Analysis, Butterworth 
Heinemann, Oxford,  
 
Samovar, L., A., and Porter, R., E., (1991), 
Communication Between Cultures, 
Wadsworth Publishing Company, Belmont, 
CA. 
 
Saunders, Mark, Philip Lewis, Adrian 
Thornhill, (2009) Research Methods for 
Business Students, (5e), Financial Times 
Prentice Hall, Harlow.  
 
Schiffman, Leon., G., and Leslie, Lazar, 
Kanuk, (1987) Consumer Behaviour, Prentice 
Hall, Englewood Cliffs 
 
Small, Katie, Deborah Edwards and Lynnaire 
Sheridan, 2005, A Flexible Framework For 
Evaluating The Socio-Cultural Impacts of a 
Small Festival, International Journal of 
Event Management Research, Vol. 1, No. 1. 
Soanes, Catherine and Sara Hawker, (2008) , 
Compact Oxford English Dictionary,3e, 
Revised, Oxford University Press, Oxford. 
 
Soutar, G., N. and McLeod, P., B., (1993), 
Residents’ perception on impact of the 
America’s Cup, Annals of Tourism Research, 
Vol. 20, pp.571-582. 
 
Sthapit, Erose, 2013, Tourists’ Perceptions of 
Memorable Experiences: Testing the 
Memorable Tourism Experience Scale 
(MTEs) Among Tourists to Rovaniemi, 
Lapland (post grad thesis), and spring. 
 
Stevenson, Angus and Maurice, Waite. (eds.), 
(2012), The Concise Oxford English 
Dictionary (12e), Oxford University Press, 
Oxford. 
 
Swarbrooke, John and Susan, Horner, (1999), 
Consumer Behaviour in Tourism, 
Butterworth Heinemann, Oxford. 
 
Tatoglu,  Ekrem, Erdal, Fuat, Huseyin Ozgur 
and Sedat Azakli, (2002), Residents 
Perceptions of the Impact of Tourism in a 
Turkish Resort Town, The International 
Journal of Hospitality and Tourism 
Administration, Vol. 3 No. 3, pp. 79-100  
 
Turker, Nuray and Sevgi Ozturk, (2013), 
Perceptions of Residents Towards The 
Impacts of Tourism in the Küre Mountains 
National Park, Turkey, International Journal 
of Business and Social Science Vol. 4 No. 2; 
February.  
 
Variero, Laurentine Cruz, Jose Cardima 
Riberiro, Paula Cristina Remoaldo and Vitor 




Benefits of Cultural Tourism: The case of 
Guimaraes, chapter pp. 187-202  
 
Viviers, Pierre-Andre and Elmarie Slabbert, 
(2012), Towards an Instrument Measuring 
Community Perceptions of the Impacts of 
Festivals. Journal of Human Ecology, Vol. 40, 
No 3, pp. 197-212.  
 
Weiner, B. (1992). Human Motivation: 
Metaphors, Theories and Research. Newbury 
Park, CA: Sage Publications. 
 
Woloshin, Steven, Lisa, M., Schwartz, 
Stephanie Byram, Baruch Fischoff and H 
Gilbert Welch, 2000, Medical Decision 
Making, Vol. 20, No, 3, July-September. 
                                                                                
